The Addo Elephant National Park is one of only a few national parks in the world that offers the Big 7 experience and is therefore one of South Africa's prime tourism destinations. The park plays an important role in the regional economy and has become a hub for tourism development. The aim of this article is to determine the extent to which socio-demographic and behavioural and motivational indicators infl uence the spending of tourists to the park. A better understanding of the latter could help marketers and planners to increase the economic impact of the park. Since 2001, surveys have been conducted among tourists to the park and have included a number of socio-demographic, behavioural and motivational questions. In this analysis, 537 questionnaires were used. The methodology used includes factor analysis, cross-sectional regression analysis and pseudo-panel data analysis to determine and compare possible infl uences on spending. The research identifi es six motives for tourists travelling to the Addo Elephant National Park; these are nature, activities, family and socialisation, escape, attractions and photography. The research found that a combination of socio-demographic and motivational factors infl uences visitor spending decisions. Added to this, the research confi rms that tourist attractions, including national parks, differ from one another and that the variables that infl uence spending therefore also differ.
inTRODUcTiOn
Addo Elephant National Park (AENP) was proclaimed in 1931 to protect the 11 remaining Eastern Cape elephants and a few free-roaming buffalo that also remained in the area. In 1954, an elephant-proof fence was constructed to prevent the animals from wandering onto surrounding farmland. The protection programme proved to be successful and the numbers of the animals increased from only 18 in 1954 to well over 100 in 2007. Addo is situated close to Port Elizabeth in the Eastern Cape in South Africa (see Figure 1 ) and lies in gently undulating country, where 90% of vegetation consists of spekboom and other woody species (known locally as Addo bush), with Karoo scrub and grassland making up the remainder.
Today, the park hosts a variety of game species besides elephants. There are more than 160 bird species and the park is also home to the flightless dung beetle. Plans to expand the 125 000 ha (309 000 acre) Addo Elephant National Park to a 492 000 ha (1.2 million acre) 'Greater Addo' park are progressing at an exciting pace. The uniqueness of this park lies in the fact that it is one of the few parks in the world that offers the Big 7 (elephant, lion, black rhino, buffalo, leopard, the great white shark and seasonal southern right whale in the marine section complete the Big 7), which implies that the park is also a marine reserve and that it includes a few islands (SANParks 2009).
A socio-economic impact analysis by Saayman and Saayman (2006) on the AENP indicates that the park plays a significant role in employment, production and general income creation in the region and that 35% of businesses in the region have been established directly as a result of the park. This is due to the growing number of tourists visiting the park and therefore the area and to investments by the private sector. For the AENP to attract the right market as well as to develop the right products and services, it is important that marketers understand the spending behaviour of visitors, for this has direct bearing on the economic impact. South African National Parks (SANParks), which is the conservation authority managing national parks in South Africa, has, as one of its functions, the important role of creating benefits for local communities by means of job creation and of improvement in the quality of life of local inhabitants. According to Van der Merwe, Saayman and Krugell (2006) , economic impact is influenced by the length of stay, the number of tourists, the multiplier effect and the amount spent by tourists. Hence, a greater understanding of spending behaviour could assist marketers and product developers, firstly in targeting the right market and, secondly, in developing the right products and services. The purpose of this paper is to determine the extent to which travel motivation and socio-demographic indicators influence the spending of tourists to the AENP. Lamb, Hair and McDaniel (2002) state that tourists or consumers do not make purchase decisions in isolation. The mix of cultural, social, personal and psychological factors and previous experiences, all of which influence behaviour, is largely uncontrollable. Because of the influence exerted on buying patterns, it is essential that as much effort as possible is put into understanding how these factors interact and, ultimately, how they influence these decisions. From the theory of consumer behaviour, personal factors refer to the socio-demographic characteristics of individuals (gender, age, level of education, family life cycle, social class, place of residence etc.) and to those of a psychological nature (motivations, values, personality, lifestyle etc.) . These personal factors affect an individual's cognitive organisation or evaluation of stimuli and therefore also influence the perceptions of the environment and the resulting image (Baker & Crompton 2000; Beerli, Josefa & Martin 2003) . In the socio-demographic profile, behaviour can be described as the mental, emotional and physical activities in which people engage when selecting, purchasing, using and disposing of a product or service to satisfy needs and desires (Wilkie 1994) .
In support of the notion that many factors influence purchase decisions, researchers such as Cai, Hong and Morrison (1995) , Walker, Scott-Melnyk and Sherwood (1996) , Lu and Pas (1999) , Jang et al. (2004) , Saayman and Saayman (2006) and Van der Merwe et al. (2006) all support the notion that socio-demographic determinants have an effect on activity, participation and travel behaviour. For example Jang et al. (2004) , Fish and Waggle (1996) and Van der Merwe et al. (2006) find that socio-demographic variables can be used to explain travel behaviour and the relationship between variables.
The only other study that identifies the socio-demographic determinants of spending for a national park in South Africa is by Saayman and Saayman (2007) . Their results show that a combination of demographic, behavioural and motivational factors influences spending at AENP. Behavioural indicators are the most significant in the case of the Kruger National Park (KNP) and include the number of days spent, the size of a travel group, the frequency of visits and catering preferences. Their research contradicts findings by Downward and Lumsdon (2002) and Skuras, Simara and Petrou (2005) , who find that an increase in the size of a travel group leads to increased spending. Oppermann (1996) finds that repeat visitors spend less than firsttime visitors, although Gyte and Phelps (1998) find the opposite, while Jang et al. (2004) conclude that the frequency of visitation is an influencing factor in visitor expenditure. In the case of the KNP, Saayman and Saayman (2007) show similar results to those of Oppermann (1996) . Language and the province of origin are found by Saayman and Saayman (2006) to be significant in the case of arts festivals in South Africa.
The role of age on spending is not conclusive. Studies by, for example, Mok and Iverson (2000) and Kastenholz (2005) find a positive relationship between age and spending, while Mumdambi and Baum (1997) indicate an inverse relationship between age and spending. Van der Merwe et al. (2006) and Letho et al. (2004) find that older people tend to spend more.
The reason for or purpose of travel, according to Letho et al. (2004) and Sakai (1988) , has a definite impact on expenditure levels. Saayman and Saayman (2006) report that attracting high spenders instead of crowds is desirable not only from an economic-impact point of view but also from an environmental point of view. In the context of an attraction such as the AENP, this is important because conservation areas have to create income but with as little environmental impact as possible.
With regard to motivational factors, Van der Merwe and Saayman (2008) conducted research on the travel motives of visitors to the KNP in South Africa. Similar research includes that by Tao, Eagles and Smith (2004) for the Taroko National Park in Taiwan and by Uysal, McDonald and Martin (1994) for visitors to a national park in the USA. The conclusion of the study by Uysal et al. is that visitor motives in visiting various parks differ. To escape from routine was the only motive that repeated itself. This can therefore be regarded as the most common motive for travelling to a tourist destination. No study, however, could be found that combines a motivational and a socio-demographic analysis in trying to get a better understanding of spending by visitors to national parks.
From the literature review, it is clear that the determinants of spending differ from destination to destination and from product to product. The issue that then arises is that, if this is indeed the case, there would surely be differences among various national parks and, if so, the issue then is what these differences would be, since the only other comparable study done in national parks that can be used as a reference is that of the KNP.
METHOD
To gather data from visitors to the Addo Elephant National Park, a visitor questionnaire was administered from 2001 to 2007. The method of research is discussed under three headings: (i) the questionnaire, (ii) the samples and (iii) the methods.
Questionnaire
The visitor questionnaire administered at the park has been used in previous national parks research, including the Kruger National Park, the Tsitsikamma National Park, the Karoo National Park and the Kgalagadi Transfrontier Park. The questionnaires were handed out at the camp-sites and chalets in the early evening by fieldworkers and collected later that evening or early the following morning by the same fieldworkers. Only overnight visitors are therefore included in the survey. The questionnaire remained fairly consistent over the years from 2001 to 2007, with only minor adjustments made over this time. The questionnaire administered in 2001 can be viewed as the testing phase of the questionnaire and most of the problems experienced with data analysis from the 2001 questionnaire were corrected in subsequent years. One example of such a problem is that spending data were gathered in spending categories (e.g. R0-R250, R250-R500 etc.) in 2001, which proved to have limited use in the analysis.
The first section of the questionnaire deals with the sociodemographic information of the respondents, including age, marital status and qualification. In the early years of the questionnaire (2001 and 2002) , income categories were also included. The response rate on these was very low and this category was subsequently dropped from the questionnaire.
The second section of the questionnaire focuses on spending behaviour during the visit to the park and on motivations for the visit. The amount spent on various items is asked, while motivations for the visit to the park are answered on a 5-point Likert scale (Maree 2007) , where 1 = unimportant and 5 = very important. The qualitative questions were coded to enable them to be used in the analysis. The questions used and the codes assigned to them are indicated in Table 1 .
It should be noted that the province variable was coded to reflect income per capita in the province, with 1 = highest income per capita and 10 = lowest income per capita. One would therefore expect the sign of the coefficient to be positive, since people from richer provinces would be expected to spend more. Another variable that may need clarification is that of the Wildcard. In 2005, SANParks introduced a loyalty card known as the 'Wildcard'. This card can be bought from SANParks and gives the holder free entry to all the national parks in South Africa. It thus constitutes a discount on entry and conservation fees. This could therefore either have a negative impact on spending while Wildcard holders are at the park or it could be that visitors decide to spend extra on other items, since they are saving on conservation fees.
The dependent variable is spending per person, which was calculated by adding the spending of the respondents on the various components asked and subtracting transport cost to the park from the number obtained. This gave total spending excluding transport, which was then divided by the number of people whom the respondents were paying for on the trip to give spending per person. The reasons why transport cost is excluded are that spending on transport does not normally take place in the park and that transport from an origin further away would inflate spending per person. The natural logarithm of all variables was taken to standardise the data and ease interpretation.
Sample
The survey was conducted once yearly from 2001 to 2005 and two surveys have been conducted annually since 2006, which leads to more respondents and could improve conclusions drawn from the survey. The number of questionnaires administered and the months surveyed are indicated in Table 2 . This table also indicates the total number of visitors to the park during these years, which includes both overnight and day visitors. To have a better idea of the proportion of visitors who are overnight visitors, the unit nights sold (including camping nights) are also indicated. Again, this is only an approximation, since most visitors stay for more than one night. Overnight travel parties during one year can be derived by dividing the unit nights sold by the average nights spent in the park for that year (according to every year's survey). If this number is equally divided by 12 months, visitor groups per month can be guesstimated.
It can be clearly seen that the response rate for each month of the survey ranges between a low of 4% to a high of 7.4%. This low response could lead to response bias, which should be noted. The surveys are therefore, however, analysed both in crosssection and as a pseudo-panel.
Table 1
Visitor-survey questions used and their descriptions 
CaTegory

QuesTion desCripTion Variable
Socio-demographic
STaTiSTical analySiS
To reduce the number of motivations and aid in the interpretation of data, a factor analysis was firstly undertaken. One additional advantage of such an analysis is that it reveals relationships that were not previously suspected (Johnson & Wichern 2002) .
The purpose of factor analysis is normally to describe the covariance relationships among many variables in terms of a few underlying but unobservable random quantities known as 'factors'. According to Johnson and Wichern (2002) , the factor model can be motivated by the following argument: Suppose that all variables in a particular group are highly correlated among themselves and can therefore be grouped according to their correlations. The variables in a group do, however, have small correlations with variables in other groups. This being the case, it is conceivable that each group of variables represents a single underlying factor that is responsible for the observed correlations.
Using the results from the factor analysis, the motivational variables were grouped into the factors (based purely on averages for each factor) and included in the subsequent analyses. To determine the influence of these factors on spending behaviour, regression analysis was undertaken. Regressions were first undertaken for each year, in other words cross-sectional regression analysis was undertaken. The model estimated is as follows:
where y i = spending per person, x i = vector of explanatory variables (as indicated in Table 1 ) and ε i = i.d.d. error term Wooldridge (2002) notes that, in a random sampling context, errors are always independent and identically distributed, regardless of how they are related to x i . To avoid the inclusion of too many variables, a stepwise least squares regression was used. EViews 6 was used in all the estimations. The method used in selecting the variables to be included is the stepwiseforwards, which starts with no additional regressors in the regression and then adds variables based on their p-values. The variable with the lowest p-value is chosen and added, and this process continues until there is no variable left with a p-value less than the included variables (QMS 2007) . The results of the stepwise regression were then subjected to diagnostic analyses and, where necessary, changes were made to reach the final regression model.
Since the survey was repeated over a number of years, the data obtained can also be viewed as a panel consisting of both a crosssection and a time component. Yet Inoue (2008) notes that repeated cross-sections from survey data cannot be treated as genuine panels and a pseudo-panel should therefore be constructed. Pseudo-panels are constructed by grouping individuals together according to some characteristic and averaging the observations in each group or cohort (Saayman & Saayman 2007) . Since this is done for every cross-section, a time dimension is again obtained (Cottrell & Gaubert 2003 Table 1 for variables used in the analysis) and the individual-specific characters included in each group.
A characteristic often employed to create cohorts is age or date of birth (Cottrell & Gaubert 2003) . Thus, for every cross-section, individuals were grouped into the six age groups described in Table 1 . Age group 1 had very few observations in all years, however, and age groups 1 and 2 had to be merged, since it is a prerequisite for pseudo-panel data that the number of individuals in each group must be large relative to the number of groups and time periods. To ensure homoskedasticity in random errors, Matas and Raymond (2007) suggest that variables are weighted by the square root of the number of individuals in each cohort. This procedure was followed, which rendered all variables continuous.
The same procedure was followed as with the cross-section analysis, where a stepwise regression indicated the independent variables that should be included before diagnostic tests were completed. Inoue (2008) shows that using fixed effects when estimating the pseudo-panel model accounts for group effects. This is also taken into consideration in the final estimates.
RESUlTS
Since the questionnaire responses were subjected to three types of analyses, the results are described accordingly.
Results of the factor analysis
The data used in the factor analysis comprised only the motivational factors (as described in Table 1 ). All missing values were identified and any respondent who did not complete at least two-thirds of the motivational questions was omitted from this analysis. To determine the number of factors that should be used in analysis, the rule of thumb is normally that all factors with eigenvalues greater than unity must be extracted (Johnson & Wichern 2002) . Using SPSS 16.0 for Windows ® (SPSS Inc. 2007), six factors were therefore extracted with eigenvalues greater than unity. Together, these six factors explain 64.384% of the variance. The rotated method was chosen, since it provides a simpler structure and more detailed focus. According to both the Varimax and Promax rotated method, the same structure was found. Table 3 indicates the structure according to the Varimax procedure.
Although the variables do not all load very strongly on the factors, the authors tried to keep as many motivational variables as possible for further analysis. The general rule applied is a loading of more than 0.4 on the factor or a loading of less than 0.4 when it loads almost double on one factor than on any other factor. Using these basic guidelines, only the motivational factor 'explore' does not load clearly onto any factor and it is thus the only motivational factor that is ignored in further analyses. Compiled from visitor statistics received from SANParks (2002 SANParks ( -2008 Given the content of these factors, the motivations for visiting the AENP can be described as follows:
Factor 1: nature • This motive includes aspects such as educational reasons, endangered species and seeing animals and plants. It has the fourth highest mean value (2.88). The motive is confirmed by researchers such as Van der Merwe and Saayman (2008) , Oh, Uysal and Weaver (1995) and Swanson and Horridge (2006) as a motive for travel. Similar research by Van der Merwe and Saayman (2008) completed for the KNP in South Africa identifies this factor as a primary motive for visiting national parks in South Africa. Oh et al. (1995) have also found activities to be an important travel motivation in their research, although, in this case, it has the lowest mean value of all the motives (1.74).
Factor 3: Family and socialisation • This motive includes being with one's family and friends, and experiencing wildlife and different species with family members -hence the aspect of socialisation. Research on national parks in the USA conducted by Uysal et al. (1994) identifies a similar motive, namely the enhancement of kinship relations. Yet this aspect has not been found to be a priority in KNP research. At the KNP, the motive of nostalgia is strong, which confirms many other studies in the field (Backman et al. 1995; Lee, Lee & Wicks 2004; Schneider & Backman 1996) . Possible reasons for this could For a full description of the statements, see Table 1 be because it is not only a well-known and established park but also the oldest national park in South Africa. This is not the case for the AENP. The motive has a mean value of 2.98, which indicates high relative importance.
Factor 4: Escape • This motive consists of two aspects, namely to relax and to break away from routine. This motive is confirmed by a great number of researchers, such as Kim, Borges and Chon (2006) , Uysal et al. (1994) , Swanson and Horridge (2006) and Van der Merwe and Saayman (2008) . It also has the highest mean value, indicating that it is the most important motive for tourists visiting the AENP.
Factor 5: attractions • Attractions include accommodation and climate, and this motive has a mean value of 2.81. Kim et al. (2006) and Van der Merwe and Saayman (2008) also find attractions to be a motive for visiting national parks, although Bansal and Eislet (2004) find climate to be a separate motive for the visiting of destinations.
Factor 6: Photography • This motive entails the photography of animals; no other research identifies a similar motive. This aspect can therefore be regarded as a unique motive for travel to the AENP. It is also rated second highest, with a mean value of 3.11.
Results of the cross-sectional analyses
Based on the motivational factors identified above, the average for each factor was determined for each respondent. These factors (motives 1 to 6 described above) were then included in the regression models. For the purpose of the regression models, only respondents who sufficiently answered the spending section (thus, have spending data) and data for people for whom she or he was paying could be used in the analysis, since spending per person is the dependent variable. In addition, 2001 spending data were categorised and could not be used, and the cross- The variables identified for each year by the stepwise regression are indicated in Table 4 . It is clear from Table 4 that both sociodemographic and motivational factors play a role in the spending patterns of visitors to the AENP.
These variables were used to determine the final model for each year. In the final models, adjustments to account for heteroskedasticity were made and the models were tested for over-specification. The final cross-sectional models are indicated in Table 5 .
From Table 5 , the following is evident:
A combination of socio-demographic and motivational • factors influences visitor spending decisions. This research therefore confirms similar findings by Cai et al. (1995) , Walker et al. (1996) and Lu and Pas (1999) . The weak proxies for income, namely qualification • and province of origin, appear in all the cross-section regressions. Yet they are not significant everywhere. Where significant, they show the expected sign (positive), except for 2007, where province of origin has a negative sign. A reason for this may be that most respondents are from the Eastern Cape Province and that, even though it is a relatively poor province, close vicinity to the park may have a positive impact on spending. Although age appears in some of the regressions, nowhere • is it a significant determinant of spending, which again supports the notion that the role of age is not conclusive. The marital status of respondents is significant only in 2002.
•
The negative coefficient indicates that single people tend to spend more per person than married couples. This research supports findings by Saayman and Saayman (2007) for the KNP. A possible reason for this is cost sharing by couples. Although language appears as an explanatory variable in • three years, it is significant only in 2004. An interesting result is that the sign is negative, indicating that Englishspeaking people spend more than Afrikaans-speaking and overseas visitors. This contradicts previous research completed in South Africa on arts festivals . As expected, the larger the number of tourists who travel • together, the lower the spending per person, since costs are shared. Tourists with more elaborate catering needs tend to spend more, which is to be expected. The same applies to tourists who stay longer. In this regard, this research confirms findings by Saayman and Saayman (2007) . An interesting finding is that repeat visitors tend to spend • less, although this is true only for two of the years and the finding is significant only for 2003. This finding supports Opperman (1996) , who also finds that repeat visitors tend to spend less than first-time visitors, but contradicts findings by Gyte and Phelps (1998) and Jang et al. (2004) . While all regressions include motivational factors that • were identified via the stepwise regressions as having an influence on spending, only the motives of nature, photography, escape and attractions are significant. These are also motives with a high mean value. Park management should take note of this.
Results of the pseudo-panel analysis
To construct the pseudo-panel, the data were divided into age cohorts. Since limited data were available, especially for the early years, only four age cohorts were formed for each year. These were (1) under 24 years, (2) 25 to 34 years, (3) 35 to 49 years and (4) older than 50 years. The data in each cohort represent the average for the group, which was weighted with the square root of the number of observations. Finally, the natural logarithm of the variables was taken to standardise the data.
The analysis process followed was similar to that of the crosssection analysis. The results of the stepwise regression indicate that all the motivational factors are identified as factors that explain the variance in spending magnitudes. A number of behavioural variables is also important. These variables are the number of people travelling together, the number of times that the respondents visit national parks and the number of nights spent at the park. Socio-demographic variables that influenced spending over the years from 2002 to 2007 include the marital status of the respondents, their language and their province of origin.
The model was also subjected to various diagnostic tests, including the Breusch-Pagan-Godfrey heteroskedasticity test and normality tests, before the final model was estimated (Asteriou & Hall 2007 , Gujarati 2003 . In the final model, fixed effects are used to account for differences across various cross sections. The results of the final model are indicated in Table 6 .
From Table 6 , the following can be concluded:
More people travelling together in a group are associated • with lower spending levels per person, since costs are shared.
Single people tend to spend more than married people. • Again, this may be due to married couples sharing costs. More frequent visitors to the park tend to spend more while • at the park. Repeat visitation thus has a positive effect. Higher spending is associated with people who travel to • the park to relax and get away from the normal routine (escape motive -[4]). Motive 6 (the photography of animals) shows a negative • relationship with spending, which may indicate that tourists who focus on photographing animals tend to spend more time driving and searching for the perfect photo rather than spending money at the restaurant or on souvenirs.
ManaGEMEnT iMPlicaTiOnS
Based on the question of why motivation and socio-demographics matter in managing a national park, the following management implications can be identified from this research:
Firstly, marketers need to analyse both socio-demographic and motivational influences on spending, since a combination of the former impacts on spending. In the case of national parks, this is imperative because national parks have a socio-economic mandate to fulfil concerning the communities bordering the parks. Marketing decisions should therefore be influenced by knowledge of not only the profile of visitors but also the reasons that they visit the parks. To be able to make informed decisions, quality research is a requirement. This implies more than just a normal visitor-opinion survey. For a full description of the variables used, see Tables 1 and 3 African Protected Area Conservation and Science 
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Values in ( ) = probabilities; *** = significant at 1% level; ** = significant at 5% level; * = significant at 10% level.
For a full description of the variables used, see Tables 1 and 3 Secondly, parks have to create an environment where people can spend money. According to the results of this research, the motive of 'activities', which entails aspects such as hiking, conferences and events, has the lowest mean average. It is therefore an aspect where management can do more in terms of product development and promotions to enhance spending on these items and to improve performance as a motive for visits to the park. Photography of animals was identified as the second most-important motive and is also an aspect that has a significant negative impact on current spending. Management therefore needs to create workshops on animal photography and promote opportunities such as a photo shop, events and competitions to reap positive benefits from this important motive.
Thirdly, marketing for the AENP should focus on the motive of escape, since not only does it have the highest mean value but the results also indicate that tourists visiting the park for this motive are high spenders. Current marketing efforts focus strongly on the nature motive, specifically elephants and the Big 7, while the research indicates that this is only the fourth most-important motive. Focusing on the escape motive should be easy to achieve in the setting of national parks and could lead to an increase in high-spending visitors. Escape as a motive has been ignored by marketers in national parks, regardless of the fact that all research, both nationally and internationally, identifies escape as a strong and primary motive for visiting tourist destinations and the purchase of tourist products.
Fourthly, ensuring quality service and products guarantees repeat visits and, coupled to that, the changing needs of tourists have to be taken into account. The pseudo-panel results indicate that, over the six years under investigation, repeat visitors spend more than first-time visitors.
cOnclUSiOnS
The purpose of this research was to determine the extent to which socio-demographic, behavioural and motivational indicators influence the spending behaviour of tourists to the AENP. The research identifies six motives for tourists travelling to the park. These are nature, activities, family and socialisation, escape, attractions and photography. The research also finds that a combination of socio-demographic and motivational factors influences visitor spending decisions. Added to this, the research confirms that tourist attractions, including national parks, differ from one another and that the variables that influence spending therefore also differ. The final regression models indicate that the main motivational factors that have a significant influence on spending are nature, photography, escape and attractions. An interesting finding is that, although photography is regarded as an important motivational factor, it is negatively related to spending, which has significant management implications.
This research confirms previous research by Saayman and Saayman (2007) and Van der Merwe and Saayman (2008) conducted on the KNP in South Africa by identifying similar motives that influence spending. The motive of escape is also found to be significant for research completed in other parts of the world (e.g. the USA and Taiwan). Photography as a motive, however, could not be found in any other research. Contrary to research by Mok and Iverson (2000) , Kastenholz (2005) and Letho et al. (2004) , age was not found to have a significant influence on spending during visits to the AENP. The finding by Saayman and Saayman (2007) that more tourists in a travel party leads to lower spending per person at the KNP is confirmed for the AENP.
Greater support for the notion that repeat visitors tend to spend more is also found in the pseudo-panel analysis, thereby supporting previous research by Gyte and Phelps (1998) and Jang et al. (2004) . And, while the results for language are not always significant, the coefficient always seems to be negative, indicating that English-speaking tourists tend to spend more at the AENP. This is the opposite to what is found for spending at arts festivals in South Africa , where Afrikaans-speaking visitors tend to spend more.
This article contributes to current literature concerning motivational factors that influence the visiting of tourist attractions and events. This is the first time that factor analysis has been used together with regression analysis to determine the influence of different motivational factors on visitor spending. In doing this, sensible management conclusions have been reached. An important methodological aspect of the article that should be highlighted is that cross-section regression results tend to vary significantly for the different years. Some results also show very low levels of reliability in terms of R-square and adjusted R-square. The results from the pseudo-panel are more reliable in these terms. One should therefore guard against the reaching of conclusions on one-off surveys and more effort should be taken to repeat surveys over a number of years to test the reliability of results.
